Digital attribution sounds rather simple in that it involves isolating advertising tactics and assessing their impact on consumer decision making. But in a complex digital environment, advertisers must navigate through a variety of consumer platforms and touch points to find the optimal vehicles and mechanisms to cost effectively have an impact on consumer choice. And, on each research occasion, the process has to be all but reinvented.
One major difficulty for advertisers is how to measure the nearly overwhelming number of new touch points that have developed through evolving media trends and platforms. That concern is voiced by Gian M. Fulgoni in his "Numbers, Please" column, which kicks off the current issue's special section on digital attribution. To that end, Turner sampled more than 9,000 respondents and found that "consumers are willing to share most of the key data points that are vital to media and entertainment companies," except for when data gets personalized or extends to focus on their family or friends. "In the long term, companies will benefit if they take steps to engage Given that different online channels are involved at different stages of the consumer's purchase journey, they write, it is important to examine the ability of these models to properly attribute credits to the various channels that have an impact upon the final purchase. In order to test the models, they included 996,708 transactions with a total revenue of more than $158.5 million and an average order value of $112.50. The number of customer journey lengths ranged from 1 to over 5 steps.
Testing the different models, the study found the "more rigorous variety of statistics-based attribution models as a preferable attribution strategy." Such types of attribution model "allow one to provide more stable credit assignments to the digital channels in a purchase funnel."
One caveat: "It appears that the attribution models currently do not value fully social media, which often do not directly lead to purchase but can have a strong behavioral impact (e.g., by shaping the consideration set)." The authors suggest that the value of social media actually improves with the more highly sophisticated attribution models, but "the consumer behavior implications need to be accounted for fully in future research."
The fourth paper in this special digital-attribution section addresses the concerns over some of the most heavily In the 20 issues of JAR since December 2013, the column is a staple that readers have come to anticipate and put to smart use. Fulgoni's final column appears in these pages. But his influence-from his JAR work and his powerful and thoughtful contributions to the entire marketing research industry-will remain a high-bar standard for this and any other academic publication.
As always, I welcome your feedback.
